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Informal Definition
Influencing Public Behaviors for Good
2
Social Marketing Steps
1) Behavior selection 
2) Identifying barriers and 
benefits to the selected behavior
3) Develop strategies that reduce 
barriers to the behavior being 
promoted; while simultaneously 
increasing the perceived benefits
4) Pilot
5) Evaluate
Social Science Foundations
Diffusion of Innovations:
Stages of Change Model: 
Processes of change that
individuals experience as 
they adopt new behaviors
Social Science Foundations
Behavioral Economics
Social Capital
How the Partnership supports 
Social MarketingTraining
• UW Certificate Course for ECO Net members (2012, 2014)
• Advanced training & technical assistance
Grants 
• Local BMP initiatives via trained ECO Net members ($372K) 
• Regional Model Stewardship Program  initiatives (1.5M)
Support and Resources
• Technical assistance for grant recipients
• REGIONAL audience research on various topics
• Formative Research data repository 
(www.mypugetsound.org) 
Social Marketing -> Social Marketing
• Survey conducted with 
143 graduates Dec ’12 
(47% response rate)
• 74% were using or 
planning to use SM
• 21% using some but not 
all steps
• 5% no plans to use SM
Audience research 
Barriers Identified: 
• Time & Funding, 
• Support from mgmt., 
agreement/ 
understanding from     
co-workers
• Need for technical 
assistance, not able to 
demonstrate a return on 
investment
Peter Haley,  The Tacoma News Tribune
Strategies Employed
• Build capacity, foster networking 
and professional development 
opportunities
• Provided funding, hope to 
continue being able to do this
• Provide access to technical 
assistance
• Resources
Results
• ECO Net Social 
Marketing Grants
• Further Training
• Directory is growing
• Community of 
practitioners is 
growing
Closing thoughts
Creating a community of 
practice builds momentum, 
capacity and infrastructure
Thank you!
